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BY ROGER LEWIS 


\PART KK OH wnK brief. 

ip^rarlir outbursts frn*i ^ 
'innSYtnnrt and (billet!^ mnlir^lini.' 
nn» another 1 claims on the 
British market, it h*> been all 
quiet on the razor Made front *0 
far this year Hut this uneasy 
calm i> about to be shattered. 

Early next month if all 
jo** to plan a new adver 
turn; campaign by the Philip 
Moms offshoot. Ever - Ready 
Personna. will erupt In the 
national Press, a scheme designed 
tn '“shrM-k the public into aware¬ 
ness of Personna." If nothing 
else, it will certainly shock Per- 
sonna s compctitors^for it will 
mark the arrival of “ knocking 
copy " on the cut-throat British 
razor blade promotion siene. 

Personna's agents, Dunklry and 
Friedlandcr. are playing a clever 
tack bv reproducing advertise¬ 
ments used in America whlrh 
actually named names, stating, 
quite blatantly, which was the 
best of Personna. Wilkinson and 
Gillette blades. The only differ¬ 
ence is that in Britain they will 
carry the hanrrvr. “ Of course you 
couldn't run an ad like this in 
Britain.'' 

A second advertisement, which 
looks like knocking Personna's 
..rivals even harder, is now being 
scrutinised by legal experts. 

Personna's bold assault from 
: a position of supposed insignifi¬ 
cance In the British market has 
been prompted by the results of 
an intensive two-year indopendeot 
consumer research programme. 
“This survey;'' explains market¬ 
ing director Ray Dallow. “ indi¬ 
cated to us that wc have a very- 
great opening in the blade 
business." Dalliw. who joined 
rrrsonna ini Tanuarv this year 
after- 12 years with Colgate- 
Palmolive (where lie put Ajax on 
the map) and three with Steiner 
International, plans to hark up 
his advertising with holnw-the- 
line promotion that will involve 
the distrihutinni n ( a staggering 
12 million free sample blades 
over the next year. 

Nearly three million samples 
went out with tins of Tom Thumb 
rijars a few months ago. Now 
the Total oil company has been 
recruited to give blades away 
ffrnm next week) with every four 
gallons of petrol purchased, and 
six other “ major" companies 
wifi eventually he brought into 
t hr operation With its low rate 
wnf media expenditure. Personna 
an afford such extwQWfiS® 


starts a cut-throat war 



Pmiw’s Hij talaw (lift) «Ml fcprfj Mffh «mtw !w Mk (rigid) Mkk m ei Ibtir ita« lnl*| fttir 


vision advertising amounted to 
only fffO.snn, compared with 
Gillette's f6.l4.rffX) and Wilkin¬ 
sons £695,000, And In the first 
four months of this year Per¬ 
sonna's advertising hill stood at 
onlv 140.000, against IStO.OOO for 
Gillette and £369,000 for 
Wilkinson. 

Still, the latest claims from 
Gilletle and Wilkinson appear to 
leave Personna with scant room 
for manoeuvre Gillette currently 
insists that it accounts for 52 3 
per renl of all bltule sales (stain¬ 
less anil carbon), Wilkinson for 
3ftfi per cent and Personna for 
4 3 pi-r cent The stainless steel 
muckei. says Gillette, is shared 
almost equally by itself and W il¬ 
kinson. though- the addition- of! 
stainless Seven O'c.lhck probably 
gives Gilletle a slight " edge " 
Wilkinson has a slightly different 
version! It claims 49 3 per cent' 
of the total double-edged market 
in terms of users, and 44.2 per 
rent in unils; in stainless, the 
figures are 52 per rent, users and 
50 4 per centi units. 

On this hasis, Personna. along 
with Schick and others has a 
nil share of the stainless double- 
edge market—which accounts for 
SO per cent of all blade sales 
But Dallow is not one to be de¬ 
terred by markei claims of the 


claim, we know," he aays. " We with a new blade hut with lta Ini 
know we command over 16 per n*or (why WilktBaoai never 
cent. Of ihe total rator blade f . Jumped Urto raw* and ahavinf 
market in thu country aafl . w* creaBa when it had the atainleea 
have statistics fna-taMppit steel lead will always remain a 
research organisations tw prove mystery). 

it" Gillette certainly concedes A nrw Wilkinson blade, 
that its 4 3 per cent estimate for elaimrd to have involved a "new 
Personna is. probably on the low concept in terms 0 1 hlade manu 
side, because the latter also 
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supplies own-label 
certain multiples 

Dallow s. claims may be 
shrugged! off bv the giants but 
they inn not lie ignored No! 

|wo years ago Personna claimed 
only 7 per cent of Ihe double- 
edged market and Ihus rei koos 
to have nvorc than doubled lls 
share And for what they are 
worth. Personna van produce 
figures from " highly regarded " 
independent research ffrma that 
show sales of its Super Stainless 
hlade now running ahead of one 
of the hrandi Iraders in at leasl 
one major supermarket chain, a 
magnificent achievement since 
52 per cent, of razor blades are 
sold through grocery nutlets 
Personna's targeli in fact, is 25 
per cent, of total l"K tales within 
the next two years and eventual 
equilibrium with Ihe leaders. 

Wind of this challenge has 
already breezed into Ihe Wilkin¬ 
son and Gillette camps and 
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fai lure " was developed some two^ 
ream ago. bat it «u navar 
launched. * Pfe-productlea af 
the new blade wag am-eltou.” says 
deputy dulmaa R*y Randolph. 

" but when put into mass pro 
dm turn the rejrit rate si, imi 
high so we positioned || " Is llvr 
hlade now ready for ifs dehui' 
Kandolph s only comment last 
week wa»: “ If we were about te 1 
launch a new product we would 
lei vou know." 

Philip Morris's bid for (what 
amounts to) effective control of 
the Gallaher cigarette group baa 
also areuaed interest If not 
caused concern among the two 
dominant hlade companies P M s 
reply to one of the seven ques 
tmns from Gallaher about its 
future intentions waa that it 
" would not expect the Gallaher 
organisation tn sell or distribute 
in ihe G K Philip Morris non- 
tobacco products, whether . . 
Imported or produced in the 
V K " Docs this rule nut markrt- 
and the distribution of free 
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